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Abstract 
Consumers who prefer to make their shopping via Internet are continuously increasing. This paper investigates the relation of e-
consumers with the applications of e-commerce, their attitude when buying and their consuming satisfaction. The present study 
empirically investigates the e-consumers’ perception regarding e-shopping. A sample of 168 consumers from three cities of 
Greece was used in order to answer a structured questionnaire regarding e-consumer behaviour. The results of the empirical 
research are presented and the relevant findings are discussed. 
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1. Introduction 
The Internet has become an integral part of everyday life. E-commerce is becoming an important factor for 
business sustainability. All people, including entrepreneurs, are in fact consumers who want the best service with the 
least effort. The development of the Internet in recent years and the consolidation of several markets, as a 
consequence of globalization, have forced companies to search for ways of promotion through the cyberspace. A 
very important factor is that the Internet users already surpass the six hundred million worldwide. E-commerce is 
any commercial transaction conducted through the Internet, using a computer or a mobile phone (Chaffey, 2008; 
Cunningham, 2006; Drucker, 2002).  
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The paper aims to study the relation of e-consumers with the e-commerce’s applications, their attitude when 
buying and their consuming satisfaction. In order to achieve that, a structured questionnaire was distributed at three 
cities of Greece and a sample of 168 consumers was collected. The results of the empirical research are presented 
and the relevant findings are discussed. 
2. E-commerce in Greece 
European business-to-consumer (B2C) e-commerce is continuously developing. In 2012 European B2C e-
commerce, including online retail goods and services grew by 19.0% to reach €311.6 bn (E-commerce Europe, 
2013). According to E-commerce Europe (2013), the fastest growing and upcoming markets are those of Eastern 
and South-East Europe: Russia, Poland, Ukraine, Turkey and Greece where annual growth rates are expected to 
reach 30 to 40% and more in the next few years.   
According to Greek e-Commerce Association (2013), in a research conducted in 2012, 26.9% of Internet users 
have shopped on line, while in 2008 the percentage was at 13.7%. The majority of the e-consumers are at the age 
group of 25-34 and educated. The products or services for personal use whose purchases or orders from the Internet 
grew significantly are drugs, clothing and footwear - sports equipment, e-learning material, food - groceries and 
tickets for events. The species purchases/orders that record reduction are telecommunications services, accessories 
and peripheral equipment (hardware) computer in, accommodation, computer software, travel services.  
The development of electronic commerce BC (business to consumer) is in growth, since in 2012, 1.9 million 
Greeks in total purchased on-line products or services, with value of 2.9 billion € and have made an annual average 
of 20 purchases over the Internet overall. The majority of them are thorough searching before shopping on line 
(Greek e-Commerce Association, 2013). 
3. Empirical study 
The study was conducted at three cities of Greece, Kavala, Thessaloniki and Trikala by the Department of 
Accountancy of the Kavala Institute of Technology. The aim of the study is to investigate the relation of e-
consumers with the e-commerce’s applications, their attitude when buying and their consuming satisfaction. The 
data were collected using a structured questionnaire containing 42 questions. The questionnaires were distributed 
randomly in electronic form to people who were asked to complete them anonymously and return them. The 42 
questions were divided in to three sections. Section 1 consisted of eight questions related to demographic data. 
Section 2 consisted of nine questions regarding the use of Internet. Section 3 consisted of twenty five questions 
regarding e-commerce. The questions were of closed type, meaning the respondents had to choose specific answers. 
The collected data were analysed using descriptive statistics and the program SPSS v17.l.  
The number of respondents was 168. 74 of the respondents were women and 62 men. 77 of the sample are 18 to 
30, 34 are 31 to 40 and 25 are more than 41 years old. The majority of the sample have academic education 
(73.53%), 19.12% have secondary education and 7.35% hold master of PhD. 35.29% are married and the rest are 
unmarried. Regarding the occupation of the sample, 31 work in public sector, 24 work in private sector, 64 are 
university students, 12 are unemployed, 2 are retired, and 3 are farmers. Regarding the monthly income, the majority 
of the respondents have monthly income less than 500€ (35.29%), 22.79% have income 501-1000€, 30.15% have 
income 1001-1500€, 8.82% have income 1501- 2000€ and only 2.94% have income more than 2001€ per month. 
The majority of the sample speaks a second language (48.53%), more than two languages speaks the 27.21% and 
only Greek speaks the 24.26% of the sample. English language is the most popular language for the 73.79% of the 
sample and it is followed by German (34.95%), French (27.18%) and Italian (13.59%).  
Regarding the use of Internet almost half are connected mostly at home, one out of four from the university, one 
out of four from work and only a few from internet cafe. More than half use the Internet for more than 3 years; more 
than a quarter are connected one to three hours per week (27.94%), while 22.79% are connected 3 to 10 hours per 
week, 41.91% are connected for more than 10 hours per week and less than one hour per week are connected only 
the 7.36%. Regarding the reasons for using the Internet, where the majority replies for news update (118), searching 
for information (80) and chatting (109).  
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The majority of the respondents are quite hesitated in shopping online since most of them shop 2-3 times per 
year. One out of four say that they have never shopped on line, for security reasons (42.42%), quality of products 
(33.33%) and familiarity with online shopping (24.24%). Only 20.59% reply that they are very informed about e-
commerce, the rest are not feeling very informed. Three out of ten say that they have never visited an e-commercial 
website, five out of ten say that they have visited 1-3 such websites per connection and the rest say that they have 
visited for more than 3 websites per connection. Almost half say that they use the Internet for market research. 
87.10% of men and 78.38% of women believe that e-consuming is cheaper than the traditional consuming ways. At 
the question if they found the same product cheaper on the Internet than in a traditional store, how likely it would be 
to purchase it from the Internet, 41.18% reply very much, 27.94% reply very and 30.88% reply unlikely. Table 1 
presents the reasons for not shopping on line. The respondents have mainly lack of confidence in the transaction and 
secondarily do not want to give their personal details online. 
 
Table 1. Reasons for not shopping on line.  
 
 
Also, they believe that e-commerce provides them with a wider range of products than the traditional markets 
(61.76%). It is worthy of mentioning that the 24.26% say that there is no difference. Table 2 presents the replies at 
the question regarding the security during e-commerce. The majority believes that it is not quite secure. 
 
Table 2. Perception regarding security of e-commerce. 
 
Men Women Total 
 Frequency Percentage  Frequency Percentage  Frequency Percentage 
Very  20 32.26 23 31.08 43 31.62 
Little 32 51.61 34 45.95 66 48.53 
Not at all  6 9.68 10 13.51 16 11.76 
I don't 
know/don't 
answer 4 6.45 7 9.46 11 8.09 
Total 62 100 74 100 136 100 
 
Only 4.41% are discontented with their purchases online, 20.59% are very satisfied,26.47% are satisfied and 
Men Women Total 
 Frequency Percentage   Frequency Percentage    Frequency Percentage  
Lack of confidence 
in the transaction 38 46.34 42 41.58 80 43.72 
Not good use/ 
knowledge of the 
Internet 
0 0.00 0 0.00 0 0.00 
Lack of support 
service after 
purchasing the 
product 
20 24.39 16 15.84 36 19.67 
Anxiety to give 
personal 
information over 
the Internet 
22 26.83 39 38.61 61 33.33 
Other  2 2.44 4 3.96 6 3.28 
Total 82 100 101 100 183 100 
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48.53% are neither satisfied not discontented.  The majority of the respondents (70.97% men and 82.43% women) 
prefer to visit Greeks websites for their purchases. Table 3 presents the goods and services that the respondents 
prefer to purchase online. The majority prefer to buy tickets, hardware and electronics from the Internet. 
 
Table 3. What do you usually buy from the Internet?  
 
Men Women Total 
Frequency Percentage Frequency Percentage Frequency Percentage 
Books - magazines 
- journals 9 4.15 5 2.67 14 3.47 
Tickets 
(travel/shows) 52 23.96 63 33.69 115 28.47 
Software 23 10.60 13 6.95 36 8.91 
Hardware 28 12.90 23 12.30 51 12.62 
Electronics (TV, 
Dvd, mobilephone) 18 8.29 25 13.37 43 10.64 
Domestic goods 
(furniture, art) 13 5.99 2 1.07 15 3.71 
Movies - Music 8 3.69 17 9.09 25 6.19 
Wear and foot ware 11 5.07 28 14.97 39 9.65 
Stocks, insurances, 
economic services 39 17.97 7 3.74 46 11.39 
Gambling 12 5.53 3 1.60 15 3.71 
Other 4 1.84 1 0.53 5 1.24 
Total 217 100 187 100 404 100 
 
Table 4 presents the ways to cover the electronic transactions of the respondents. They usually pay by credit 
card.  
 
Table 4. Payment methods used. 
 
Men Women Total 
 Frequency Percentage Frequency Percentage Frequency Percentage 
Credit card 31 50.00 35 47.30 66 48.53 
Cash on delivery 13 20.97 23 31.08 36 26.47 
Debit card 9 14.52 5 6.76 14 10.29 
Paypal or similar 
service  9 14.52 7 9.46 16 11.76 
Other 0 0.00 4 5.41 4 2.94 
Total 62 100 74 100 136 100 
 
Table 5 presents the responses regarding the perception of prices of the sample. The majority believes that the 
prices are lower than the traditional shops. 
 
Table 5. E-commerce prices compared to traditional shop prices. 
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Men Women Total 
 Frequency Percentage Frequency Percentage Frequency Percentage 
Significantly lower  22 35.48 30 40.54 52 38.24 
Lower  34 54.84 34 45.95 68 50.00 
The same  6 9.68 8 10.81 14 10.29 
A few more high 0 0.00 2 2.70 2 1.47 
Very high  
0 0.00 0 0.00 0 0.00 
Total 
62 100 74 100 136 100 
 
      The majority of the respondents spend less than 100 euro for e-commerce. Only 10% spend more than 300 euro. 
The reasons for buying online are presented in Table 6, where they say that they save money and that they have a 
variety of products online.  
Table 6. Reasons for buying online 
Men Women Total 
 Frequency Percentage Frequency Percentage Frequency Percentage 
New model 10 7.87 29 19.46 39 14.13 
Save money  56 44.09 54 36.24 110 39.86 
Save time 32 25.20 23 15.44 55 19.93 
Better prices and 
wider variety of 
products 
29 22.83 37 24.83 66 23.91 
Other   0 0.00 6 4.03 6 2.17 
Total 127 100 149 100 276 100 
 
It is remarkable that at the question if a discount of 15% would make you buy online, the 18.38% of the 
respondents say that they would not be affected by that discount. Finally, they believe that the use of e-commerce is 
good (30.88%), smart (22.06%), useful (23.53%), but at the same time unpleasant (11.76%). 
 
4. Conclusions  
E-commerce is not very widespread among the respondents of our research. An important factor is that they are 
not quite aware on e-commerce, even though the majority has visited, at least once, a relative website. The main 
reason for avoiding e-commerce is the fear to give their personal details online. Almost half of respondents believe 
that the transactions are not secure, which is obvious from their unwillingness to give their personal information to 
online stores and the number of their credit card. This fear is reinforced by their ignorance as to whether personal 
data of e-consumers are not used by third parties. On the other hand, the respondents believe that that the Internet 
prices of goods and services are cheaper than the traditional market network and that there is a greater variety of 
goods and services provided. The majority of the respondents choose to make a purchase through the Internet when 
a product is cheaper than in a traditional store. E-consumers are mostly satisfied with the products they have 
purchased and they prefer to buy travel, theater and cinema tickets. As a payment method they prefer credit cards, 
since they are familiar with it.  
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Men are more aware of e-commerce than women and tend to use the Internet as a mean of research market more 
often. The vast majority of men and women believe that e-consuming is cheaper than the traditional shops. However 
women are more reluctant to make online purchases than men. Men are more likely to make purchases in the future 
than women. The vast majority of men and women consider e-commerce to be cheaper than the traditional markets.  
 
References 
 
Chaffey D., 2008, E-Business and E-Commerce, Klidarithmos ed. (in Greek). 
Cunningham M.J., 2006, E-Commerce, Giourdas ed. (in Greek). 
Drucker, P., 2002, Managing in the Next Society, New York: Truman Talley Books. 
E-commerce Europe, 2013, retrieved in 19/08/2013 from:  http://www.ecommerce-europe.eu/home. 
Greek e-Commerce Association, 2013, Usage of information and communication technologies by households: Year 
2012, retrieved in 19/08/2013 from:  http://www.greekecommerce.gr. 
Greek e-Commerce Association, 2013, Press Release 2012 Annual Survey of Electronic Commerce ELTRUN/OPA, 
retrieved in 19/08/2013 from: http://www.greekecommerce.gr. 
 
 
  
